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Acara olahraga Tour de Singkarak (TDS) dapat meningkatkan kunjungan wisatawan ke Sumatera Barat. Setidaknya pada saat pelaksanaan, mayoritas peserta dan pendukung tim (olahraga wisata) membawa keluarga. Meskipun terdapat kenyataan kedatangan wisatawan, analisis diperlukan untuk melihat dampak dari kegiatan olahraga TDS dalam jangka panjang yang komprehensif untuk citra Sumatera Barat sebagai daerah tujuan wisata (citra tujuan) dan dampaknya terhadap kepuasan wisatawan. Penelitian ini dilatarbelakangi rekonseptualisasi keterkaitan antara citra event olahraga dengan persepsi terhadap citra destinasi wisata dan pengaruhnya terhadap kepuasan wisatawan. Investigasi yang dilakukan akan menghasilkan model yang teruji secara empirik. Penelitian ini bertujuan untuk menganalisis dan menemukan model keterkaitan antara citra event olahraga dengan citra destinasi wisata dan pengaruhnya terhadap kepuasan wisatawan. Jenis penelitian adalah penelitian explanatory. Metode yang digunakan adalah metode survey explanatory. Tipe investigasi adalah tipe kausalitas dan cakupan waktu bersifat cross sectional dimana penelitian dilakukan pada satu waktu di tahun 2014. Teknik sampel yang digunakan adalah convinience sampling dengan sampel 100 wisatawan yang menyaksikan event olahraga Tour de Singkarak di Sumatera Barat. Analisis data yang digunakan adalah analisis deskriptif dan Structural Equation Modeling. Hasil penelitian memperlihatkan bahwa citra Event olahraga dan Citra Destinasi Wisata berpengaruh terhadap Kepuasan Wisatawan
Tour De Singkarak di Sumatera Barat.
INTRODUCTION
The sports event has an impact on the development of the tourism sectors. A study by Sands (2008) , for example, found that the Beijing Olympic Games had an impact on foreign tourist arrivals which increased by 8-9 percent per year after the event was over. Such an event indicates that it can encourage activities of visits and also provide a multi sector effect on a tourist destination.
Another example is the West Sumatera province also has conducted many sports events such as the annual Tour de Singkarak, Dragon Boat race, Agam SEAPA Paragliding Accuracy Championship and Festival Langkisau. All these are the attempt by the government of West Sumatera to support the development of the sport sector that is the tourism industry in particular and economic development in general.
Sport events Tour de Singkarak (TDS) have been claimed by the government being able to increase tourist arrivals to West Sumatera. At least the time of execution, the majority of participants and team supporters (sports tourist) brings the families. Although there are claims about the arrival of tourists, things to know further is the impact of sports events TDS and comprehensive long-term basis to the West Sumatera image as a tourist destination (destination image) and its impact on tourist satisfaction.
Tourist satisfaction is considered a major factor in determining the tourism sector and tourists and this can make them come back to visit tourist destinations or watching re-TDS. This is supported by Chen and Tsai (2007) who argue that the tourist satisfaction is a central concept in tourism. Therefore, the organizers should continue to improve the implementation of the TDS so as to improve the image of the destination and tourist satisfaction. Moreover, there has been no systematic analysis and academically defensible to West Sumatera.
Some of the studies also found a relationship between the image of an event and the image of the destination and tourist satisfaction. A research by Jago et al. (2003) found an correlation between destination image and the image of an event which is based on the theoretical approach of co-branding and bundling. In addition, research by Xing & Chalip (2006) also provide evidence that the sport event can affect the perception of the destination image when the image of the event held fit or compatible with the image of the destination.
However, Kaplanidou & Vogt (2007) found that the image of a sports event has positive effect on the image of the destination and tourist satisfaction watch the event. Wang and Hsu (2010) found that overall tourism destination image reflected from the cognitive and affective imagery, while the overall image of tourism destinations have a direct impact on the satisfaction of these findings are also supported by Lu (2013) who also found that the image of the sport event a positive effect on destination image and the satisfaction of watching the event. Positive effect on the image of the destination tourist satisfaction but in the context of satisfaction visited destinations (Lee 2009 , Kahn et al. 2013 , Banki et al. 2014 .
So far, this study has its importance to be done so that managers pay more attention to the image of a sports event because it is predicted to be able to build the image of the destination and tourist satisfaction. Travelers who satisfied are beneficial for long-term relationship for tourist destinations. Thus, departing from the background research, as it has been described, it is necessary to find an answer toward the research questions such as the following: (1) How is the effect of image of a sports event on the destination image, 2) How is the effect of the image of sports events on tourist satisfaction, and 3) How is the effect of destination image on satisfaction tourists.
As based on the questions raised above, this study has some purposes such as to determine and analyze (1) The effect of the image of sport event on the tourism destination, 2) the effect of sports events on the tourist satisfaction, and 3) the effect of destination image on the satisfaction of tourists.
THEORETICAL FRAMEWORK AND HYPO-THESES Image of Sport Event
In connection with the concept of an image of a sports event; it can be referred to the researchers who have conducted studies demonstrating the important determinant of the image of a sports event. Such a determinant is indicated in a qualitative level that the image of sport events can include emotional, organizational, environmental, historical, social, and physical attributes (Kaplanidou et al. 2009 ). For that reason, to quantitatively measure the image components, there are some different variables as used in previous studies (Koo et al. 2006) . In some studies related, there is a relationship between the destination and the image of sport events (Kaplanidou 2007) as well as the emotional variables (Koo et al. 2006; San & Rodrı'guez 2008) . In reference to the variable measuring the cognitive component, several different indicators have been used for this in previous studies, such as nature, the characteristics of each nature (Lin et al. 2007; San & Rodrı'guez 2008) ; and also some aspects of culture or infrastructure (San & Rodrı'guez 2008) .
Image of the Destination
Image that is attached to a tourist destination is known as the destination image. Destination image has become one of the main areas of tourism studies for more than four decades (Svetlana and Juline 2010) . Destination image is believed to be a key factor in the decision making process of the trip (Beerli and Martin 2004) . Besides that, destination image is an overall impression, beliefs, ideas, hopes, and the accumulation of feelings an individual or group of people to a place from time to time (Kim and Richardson 2003) .
For example, Chen and Funk (2010) identified 15 attributes such as the destination image of historical attractions, accommodation, shopping da cleanliness of the city, while Kaplanidou (2010) states that one of the important aspects of the event is the traveler in mind destination attributes. Various studies on destination image or image of a tourist destination have been done. Some previous researchers have explained in some views. Another example is by Pike & Ryan (2004) who stated that destination image is considered as elements related to the image of the cognitive, affective goals and overall image.
According Kaplanidou & Vogt (2007) , affective destination is generally measured by some indicators such as: 1) Interesting-Boring, 2) RefreshingBothersome, 3) Fun-No Fun 4) Generating spiritTiring, 5) Friendly-Not-Friendly. Thus, they are measured by differential semantics. In addition, Beerli and Martin (2004) also provides cognitive attributes for destination image including 5 dimensions and indicators, namely; 1) natural and cultural resources that the flora and fauna, landscape, customs and way of life, cultural activities, as well as historical and cultural objects, 2) general, tourist, and leisure infrastructure that's the night world, shopping, dining, sports facilities, and infrastructure, 3) The atmosphere is luxury, modern, exotic, destination name, destination reputation, and quality of life, 4) social setting and environment that is security, cleanliness, and friendliness of the local community, and 5) sun and sand that is hotels and lodging, weather and beaches.
In connection with the concept of destination image, Qu et al. (2010) revealed that the destination image is a cognitive image consisting of the experience quality as gained by the tourists, tourist attractions in a destination, environment and infrastructure in the destinations, entertainment or activities, and cultural traditions of the destination. For a unique image, it consists of the natural environment, the attractiveness of a destination, and local attractions that exist in a destination. Affective image consists of pleasant feelings, arouse, relaxing, and attractive while at a destination.
Satisfaction Rating
In some literatures, satisfaction depends on the experience of using services (Hernandez et al. 2006) . It is also the result of psychological satisfaction that comes from experience (Lee et al. 2007 ). In addition, satisfaction rating is an emotional condition that is reflected in the assessment of post-trip to a tourist destination (Su et al. 2011) . For example, Chi & Que (2008) measure tourist satisfaction using attributes of satisfaction and overall satisfaction, while the indicators of tourist satisfaction to sports events are such as the quality of access to sports venues, the quality of access to destinations, sports venues, interaction quality, value venue, quality processes and quality event (Rajabi and Andam 2013) . Thus, satisfaction rating can encourage the intention to behave (Lee 2007 , Banki et al. 2014 , and for the tourists, it can result in dissatisfaction tourists do not want to re-visit and recommend to others ).
Hypothesis development
Study on the effect of the sports event image on destination image was also done by researchers like Chalip & McGuerty (2004) and Xing & Chalip (2006) in which, a positive image of the sport event can affect the perception of the destination image when the event image is held fit or being compatible. (Kaplanidou & Vogt (2007) also examined the relationship between the sport event image and destination image. They find that the sports events image has positive effect on the destination image. The above finding is supported by Lu (2013) who also found that the sport event image also has positive effect on the destination image. Based on the above arguments, the first hypothesis in the study is as follows: H1: The sport event image affects the tourism destination image. Kaplanidou & Vogt (2007) studied the relationship between the sport event image and the satisfaction of watching the event. They found that the sport event image has positive effect on satisfaction of tourists watching the event. This finding is supported by Lu (2013) and Koo et al. (2014) who also found that the sport event image has positive effect on the satisfaction of watching the event. Based on such evidence, the second hypothesis in the study is as follows: H2: The sport event image affects tourist satisfaction.
In a research by Bigne et al. (2001) and Lee (2009) , it was found that the destination image positively affect overall satisfaction with the trip. Research Bigne et al. (2001) is supported by several subsequent studies. Wang and Hsu (2010) found that overall tourism destination image is reflected from the cognitive and affective image, while the overall image of tourism destinations has a direct impact on satisfaction). Research results Wang and Hsu (2010) is also supported by the findings of Lu (2013) , who also found that the destination image has positive effect on the satisfaction of watching the event, while Kahn et al. (2013) and Banki et al. (2014) found the destination image affects positively the tourist satisfaction. Based on this argument, the third hypothesis is as follows: H3: destination image affects tourist satisfaction.
Based on the theoretical background described above, the conceptual model of the study can be shown in Figure 1 .
RESEARCH METHOD
This study employs the management science approach focusing on marketing management. It is an explanatory research because it aims to examine the relationship between sports events on the perceptions of tourist destination image and its effect on the behavior of tourists. This study determines the clarity of the relationship of variables (hypothesis testing) through data by using a survey that is explanatory survey. The sample was taken from the population using mainly a questionnaire.
The investigation type is the type of causality that aims to explain the relationship between variables, while the coverage is cross sectional time reflecting a situation at a particular time in the year of 2014. The unit of analysis is foreign and domestic tourists who watched sports events of the Tour de Singkarak 2014. Travelers archipelago is referred to the study are tourists from outside West Sumatera.
For that reason, the data are primary obtained from the tourists by using a questionnaire that has been prepared for the respondents representing the population using convenience sampling. The questionnaire is the scales based on the semantic differentials. The target population includes foreign and domestic tourists who visited and watched sports activities event Tour de Singkarak 
DATA ANALYSIS AND DISCUSSION Characteristics of the Respondents
The characteristics of the 100 respondents can be seen in Table 1 . As presented in Table 1 , it shows that male respondents are more balanced than female ones, while the dominant respondents are aged between 21 and 30 years. This indicates that watching a sports event are dominantly the educated youth (school-Degree). This is due to the fact that because cycling is currently a trend among young people and it attracts them to visit the event of the Tour de Singkarak. Travelers who watch TDS is still dominated by Indonesian tourists. In this study, respondents were foreign and domestic tourists. Tourists are referred to in this study are tourists from outside the West Sumatera.
Measurement (Outer) Model Validity
Validity test aims to measure the quality of the instruments and it shows the instrument validity as well as how well a concept can be defined by a measure (Hair et al. 2010 ). This research uses questionnaire which has been said to be valid, for example, if the instrument itself is able to measure what is desired and disclose data appropriately. Thus, this questionnaire is also tested to see whether the questionnaire can measure and disclose the data for the purpose of the research. The indicators are the reflective constructs. Convergent validity is assessed based on the correlation (outer loading) between the scores of items or indicators (component score) and a score of constructs (Hair et al. 2010 ). Convergent validity is used to determine the validity of any relationship between the constructs indicator (indicator) latent.
The validity test is done using reflexive indicator that can be seen from the correlation between (Hair 2010) . In this study, the researchers took 0 : 50 loading value while convergent validity and discriminant validity can be explained as follows: 1. Convergent Validity Convergent validity aims to determine the validity of any relationship between the indicator and latent variables. It is assessed based on the correlation between the scores of items or indicators (component score) and a latent variable scores (construct score) which are calculated by SmartPLS. An indicator is considered to have a high degree of validity if it has a value of factor loading greater than 0.70. However, indicators that have a loading of 0.50 to 0.60 are still acceptable (Ghozali 2008) . The outer loading result is as shown in Table 2 . Based on Table 2 it can be seen that all the indicators have a factor loading greater than 0.50. This proves that all the indicators used in this study are valid. 2. Discriminant Validity Discriminant validity is assessed by measurement of the construct cross loading. If the correlation value constructs with items measuring greater than the value of correlation with other constructs, then it shows that the latent constructs predict the size of the block they are better than the other block sizes, and it is said that the constructs have high validity discriminant (Ghozali 2008) . The results of the dis Table 3 . Table 3 provides the correlation of the construct indicator which is greater than the value of correlation of other constructs. It can be concluded that all latent constructs show good discriminant validity because it can predict the indicator on the block they are better than indicators in other blocks.
Other method is also done to assess the discriminant validity in addition to seeing the value of cross loading that is to look at the value of average varience ectracted (AVE). AVE good, required by Ghozali (2008) has a value greater than 0.50. Table 4 provides the values AVE above 0.5 for all constructs as in the research model. This proves that the constructs in the model have good discriminant validity.
Other method is used to assess the discriminant validity that is to look at the square root of the AVE for each construct is greater than the correlation between the constructs with other constructs. The model has good discriminant validity if the square root of AVE for each construct is greater than the correlation between the two constructs in the model.
From Table 5 , it is known that the root of AVE value is higher than the correlation between the values of the other constructs. Thus, it can be said each has high construct validity.
Reliability Test
This test aims to determine how far the measuring instrument is reliable or trustworthy. A questionnaire is said to be reliable or reliable if the respondent who responds to questions is consistent or stable over time (Ghozali 2008) . Reliability of the instrument in this study is determined from the composite reliability and Cronbach's alpha for each block indicator is on the first order of reflective constructs.
The rule of thumb or composite reliability alpha value should be greater than 0.7 even though the value of 0.6 is acceptable (Hair et al. 2006 ). However, the real test of internal consistency is not absolutely necessary if the construct validity has been fulfilled, because the valid construct is a construct that is reliable, the reverse is not necessarily a reliable construct valid (Cooper and Schindler 2006) .
Composite Reliability
Other testing to evaluate outer reliability models is to look the latent construct variables which are measured by two criteria: reliability and Cronbach alpha compositing of block indicator that measures the construct. A construct is reliable if it has a value above 0.70 and a composite reliability Cronbach alpha value above is 0.60. Table 6 is the output of SmartPLS.
The value of reflective construct composite is measured to have a value greater than 0.60, so that the research construct can be said reliable.
Testing Structural Model (Inner Model) Model Testing (R-square)
Evaluation is done by looking at the structural model of the R-square. R-square value can be used to assess the effect of certain independent latent variables on the dependent latent variables. Rsquare in the constructs is presented in Table 7 .
In principle, this study uses 2 variables influenced by other variables such as the destination image sports event image, satisfaction variables. All are influenced by the sport event image mage of a sports event and destination image. Then, there is the dimensions which are influenced by destination image.
In Table 8 , it shows the value of 0.522122 for the construct of destination image. This means construct of destination image can explain the variance of sports events event by 52%, and then the value for the construct of satisfaction is 0.771540, which means that the satisfaction construct is capable of explaining variance of sport event image and destination image by 77%.
Hypothesis Testing (t-statistic)
SmartPLS did not assume normality and distribution of the data, SmartPLS using nonparametric test is meant to determine the level of significance of the path coefficients, where the value of T (Tstatistics) is generated by running the algorithm on SmartPLS bootstrapping. This is used to determine the admissibility of the proposed hypothesis. The hypothesis would be supported if the value of the T-statistic exceeds the T-table is 1.96.
The hypothesis testing can be described as follows: 1. The Effect of sport event image on destination image Hypothesis 1: The sport event affects the destination image.
As seen in Table 9 , it can be seen that the first hypothesis stated the existence of a positive and significant effect in which the t-statistics is greater than 1.96 (11.773433 > 1.96) . This means that the first hypothesis is accepted by the sense that the sport event image has a significant and positive effect on the destination image. This shows that the image of a great TDS event can improve the image of the destination. This evidence is supported by Chalip & McGuerty (2004 ), Xing & Chalip 2006 , Kaplanidou & Vogt (2007) and Lu (2013) in which, a positive image of the sport event can influence the perception of the destination image when the image of an event that is well carried out. 2. The Effect of Sport Event Image on the Satisfaction of the Event Hypothesis 2: The sport event image affects the tourist satisfaction.
As in Table 9 , it can be seen that the second hypothesis stated the existence of a positive and significant effect in which the t-statistics is greater than 1.96 (9.481375 > 1.96) . This means that hypothesis 2 is accepted by the sense that the image of the sport event has a significant and positive effect on satisfaction in the sports event. It also shows that the image of a great sports event can encourage the satisfaction of tourists who witnessed the Kaplanidou & Vogt (2007) , Lu (2013) and Koo et al. (2014) in which the sport event image has a positive effect on satisfaction of tourists watching the event. The whole impression has created in the minds of tourists who watch the event TDS and this affects their assessment of the implementation of an event.
From the research, it appears that the event TDS has a good image in the minds of tourists who come to watch this event. This resulted in tourist satisfaction. Good image of the TDS events have contributed very well in sustainability and presence TDS event in years to come. This of course will have a positive impact for the increasing number of tourists and improve the economy and the attractiveness of West Sumatera. 3. The Effect of destination image on the satisfaction of sport events Hypothesis 3: The destination image affects tourist satisfaction.
Again, as presented in Table 9 , it can be seen that the third hypothesis stated that there is a positive and significant effect. It can be seen that the results of the t-statistics greater than 1.96 (3.484119 > 1.96). This means that the hypothesis 3 is accepted by the sense that the destination image and a significant positive effect on satisfaction in the sports event. This also shows that the image of the great destinations can increase tourists satisfaction in watching the event TDS.
The experience gained by tourists and business addresses in destinations affect overall satisfaction rating, including satisfaction with sports events. Thus, it can be seen that tourists who encountered researchers feel satisfied after watching a sports event of the Tour de Singkarak in because of the positive image that is owned by the existing destinations in West Sumatera that affect their satisfaction. These results are supported by research Lee (2009), Wang and Hsu (2010) , Lu (2013) , Kahn et al. (2013) and Banki et al. (2014) find that the destination image positively affects satisfaction.
The model is found in this study as shown in Figure 2 . The research of this study has shown that the image of Event Tour de Singkarak can trigger push the image of West Sumatera destination. This finding is consistent with the previous studies that the event can affect the perception of the destination image when the image of the event is held fitr or compatible with the destination image (Chalip & McGuerty 2004 , Xing & Chalip (2006 , Vogt 2007 and Lu 2013) . In addition, a Sport Event image and destination image are found to have an effect on tourist satisfaction (Kaplanidou & Vogt 2007 , Lu 2013 , and Koo et al. 2014 . The above evidence suggests that the experience obtained by tourists and business addresses in destinations affect overall satisfaction rating, including satisfaction of the sports event. Travelers who meet the researchers feel satisfied after watching a sports event of the Tour de Singkarak because of there is positive image that is owned by the existing destinations in West Sumatera. This can be seen by tourists experience obtained during actual visits to destinations in West Sumatera.
Travelers obtain a positive experience while in West Sumatera. Positive experience which is gained by the tourists can be seen by respondents in cognitive and affective ratings, being perceived by the tourists who have an impact on the overall image of the destination of West Sumatera. There must be hard efforts by the managers in the Regional Government of West Sumatera that is needed in the implementation of the great TDS event. Tourist satisfaction has positive impact on the development of West Sumatera tourism, which is able to push the intention to come back to destination (Chi and Qu 2008, Chen and Tsai 2007) . This includes the intention to behave liking the events and willingness to recommend (Koo, et al. 2014) , the future behavior (Lee 2009 ).
Though the relationship between satisfaction and intentions to behave inconsistently in the results of such research is supported, Kaplanidou and Vogt (2007) found that satisfaction does not affect the intention to visit again, but the research conducted at the participants in the sport of cycling events are not repetitive. The inconsistency in the predictive role of satisfaction may lie in the nature of sport events and the occurrence (repeated at the same destination or not).
The results of this study differ from previous studies conducted by Kaplanidou and Vogt (2007) . Research conducted by Kaplanidou and Vogt (2007) stated no significant effect on satisfaction. This is especially for the destination image and the sport event because the unit of analysis was studied by different researchers with previous studies. In this study, the researchers used the unit of analysis tourists who watched sports event, whereas in previous research unit of analysis is the sports event participants.
CONCLUSION, IMPLICATION, SUGGES-TION, AND LIMITATION
This study confirms that satisfaction and a sports event when analyzed from the perspective of the audience or spectator are influenced by two variables, namely the sport event image. The Investigation was also reiterated that there was a relationship between the image and the sport event image and destination image which then affect the satisfaction of the sports event.
The important note for the organizers is necessary to maintain and enhance the image of the Tour de Singkarak event to be more attractive for tourists for example the provision of infrastructure is more feasible and schedule certainty and systematically, they organize the event so that the event runs as it should. Quality events will certainly affect a greater potential to create satisfaction, especially for visitors or spectator. Based on that is a must for government and related agencies in order to further improve the quality of the event, infrastructure, and quality of service to tourists so that tourists feel high satisfaction.
This study provides new findings in the context of a sport event in West Sumatera. For further research, this model could be used for some agenda of the sport events both in West Sumatera and other provinces. The development is expected to boost the research scale generalization of the results that have been achieved here. It should also be investigated such as other factors other than the image of a sports event and the image of tourist destinations such as loyalty and intention to visit back. This study is cross-sectional in which the data were obtained at one time, while the effect of satisfaction on a sports event might change some time in another time.
